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Abstract 
Food services are basic services of the tourism offer. Unlike the other elements of the tourism product 
sold to a visitor, the offer of food units target to a high extent the residents. The habit to satisfy the need of food 
& beverage in specialized units, concept known under the name of “dining-out”, records in Romania a lower 
spread in comparison with developed states. This situation is determined by the low level of incomes, the lack of 
the lunch break with a duration of at least one hour in the working program of many companies which could 
favor serving the meal in a food unit, etc, but also the concern of the restaurants to satisfy the demand for events 
(weddings, baptisms, etc) or satisfying the needs of socialization and amusement of population during evenings. 
The article aims to highlight the opinions and attitudes of young consumers from Romania regarding the food 
service consumption, the elements which determine the decision to eat in a restaurant and the issues that might 
favor this action. 
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1. Introduction 
 
In the contemporary society the food consumption in terms of content, and, to a lesser extent, in terms of 
place of consumption, has become a  favorite topic of communication  media, in radio-TV  shows, in online 
environment, print, but also in usual discussion between people. Among the elements showing a person’s status 
or the self-image can be mentioned the habit to eat in a restaurant, the type and its reputation being elements with 
a constant importance, as the brand of the favorite clothing purchased or the type of preferred music. [13] 
Serving a meal in a restaurant is not determined only by the need for food but also by the need to spend the 
leisure time in a pleasant manner or to socialize. 
 
2. Theoretical background 
 
In a world where global competition is increasing, we witness spectacular developments in the offer of 
products and services according to client requirements and the continued growth of the world as a whole. [10] 
Previous studies have identified a number of attributes that consumers consider to be important when selecting 
restaurants.  [11]  These  studies  have  investigated  consumer  restaurant  choice  variables  based  on  their 
demographic profiles and types of restaurants. Examples of such studies include: (a) consumer demographic 
profiles [6]; (b) factors creating consumer loyalty in restaurants [4]; (c) restaurant selection behavior ([10]; [1]); 
(d) meal purchase behavior [7]; and (e) restaurant critics’ perception of restaurant selection behavior [12]. By 
analyzing consumers’ rankings of preference for restaurant choice variables, Auty (1992) found that food type 
was the most important choice variable. The next two most important factors included food quality and value for 
money. Kivela et al. (1999) developed a research measurement regarding customers’ dining satisfaction and 
return patronage based on different restaurant categories, including fine dining restaurants, theme or ambience 
restaurants, family restaurants, and fast-food restaurants. The study found that variables such as decor, type and 
style of food, variety of foods, and foods not eaten at home were considered important in fine dining restaurants. 
For the family dining category, convenience, variety of menu items, and special promotion were reported as key 
attributes. Finally, freshness of food, quality of food, and good portion size were identified as key attributes in 
the  fast-food  restaurant  category.  The  study  then  sorted  the  possible  restaurant  choice  attributes  into  the 
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categories of food, service, atmosphere, and convenience. The food category showed that consumers consider 
presentation of food, menu item variety, nutritious food, and food tastiness, freshness, and temperature when 
making decisions about their future dining choices.  
Clark and Wood (1998) also identified important restaurant choice variables. Their variables included 
price of food and drink, speed of service, quality of food, friendlessness of staff, and range of food choice. 
Myung et al. (2008) found that, on average, people attached greater importance to value for price when choosing, 
for  example,  fix  price  menus  and,  since  food  serves  many  social  and  psychological  functions  while  also 
satisfying people’s hunger needs, people often tend to eat food that is conventional and familiar to them.  
As for the young people, another study revealed that the most important attribute in a fast-food restaurant 
selection is the menu price. College students prefer high-quality food, while enough servings and the variety of 
menus were important criteria of the meal choice. [2]  Previous studies of the authors found that the fast food 
products are preferred by young people as an affordable option, fast, served in a pleasant atmosphere, in a 
century of speed where money and time matter most. [3] 
Positive  and  negative  emotions  mediate  the  effect  of  perceived  service  quality  on  satisfaction. 
Statistically  speaking,  the  standardized  coefficients  reveal  that  positive  emotions  have  more  impact  on 
customers’  satisfaction  than  negative  emotions.  [8]  Providing  restaurant  customers  with  positive  reasons  to 
remain in a current relationship is more important than trying to develop negative reasons. Accordingly, it is best 
for  restaurant  operators  to  focus  on  providing  affirmative  reasons  for  customers  to  return  (e.g.,  continuous 
relational investment). [5] Based on the elements of these positive barriers, such approaches as treating all 
customers in a special manner, creating a warm and comfortable atmosphere, developing attractive menu design 
and special menu items, and ensuring an appealing décor, not to mention offering good value for the money are 
the key points in building relationships between restaurants and customers. 
 
3. Research methodology 
 
In  order  to  identify  the  features  of  food  service  consumption,  a  market  research  was  conducted  for 
analyzing the opinions and attitudes of the population from Braşov regarding the quality of food & beverage 
services from Brasov county, but also the elements influencing the consumption attitude in a restaurant and the 
type of food units visited. The research method chosen is the survey based on questionnaires, and the researched 
population is represented by the students of Transilvania University from Braşov. 
 
4. Results of the research 
 
Regarding the question “which is the type of food & beverage unit that you use to visit”, out of the 158 
respondents most of them have chosen the fast-food type (79 respondents) as results from the frequencies table 
1. Taking into account the fact that there were several answer options for this question, there were registered 200 
answers. Also, 55 persons (27,5%) have chosen pizza restaurants as the most visited locations, 46 respondents 
(23%) have chosen the restaurants and only 12 of the interviewed persons have preferred self-service restaurants. 
At  the  answer  option  “others”,  were  recorded  answers  as:  pastries,  pubs,  cafes,  other  types  of  fast-food 
restaurants, and the student canteen Memo from Braşov. 
Table nr. 1 The type of food unit visited 
$V1 Frequencies 
    Responses 
Percent of Cases      N  Percent 
Type of food unit visited
a  Restaurant  46  23,0%  29,3% 
Self-service restaurant  12  6,0%  7,6% 
Fast-food  79  39,5%  50,3% 
Pizza restaurant  55  27,5%  35,0% 
Others  8  4,0%  5,1% 
Total  200  100,0%  127,4% 
a. Dichotomy group tabulated at value 1. 
At the question in which respondents were asked to nominate the most visited food units the following 
answers were given: McDonald’s, KFC Fast-food, Nicoli, Pandamania, Azima, Pizza Hot, Pizza Roma, Nec’s, 
Mado,  Sergiana Restaurant, Paradis Restaurant Festival ’39 Restaurant. 
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According to the results shown in the frequencies table 2, it was noticed that most of the respondents use 
the services of food units monthly (36,1%). Also, these services are used in the same degree weekly (26,6%) and 
once at each two weeks ( 26,6%) and a number of 17 persons (10,8%) use seldom  the services of food units. 
 
 
Table nr. 2 The frequency of dining-out habit 
Frequency using the food unit’s services 
   
Frequency  Percent  Valid Percent 
Cumulative 
Percent 
Valid  Weekly  42  26,6  26,6  26,6 
Once at two weeks  42  26,6  26,6  53,2 
Monthly  57  36,1  36,1  89,2 
Seldom  17  10,8  10,8  100,0 
Total  158  100,0  100,0   
 
Figure nr. 1 Frequency using the food unit’s services 
Regarding the identification of elements influencing the consumption attitude towards the food services, 
the research results show that the quality of food ranks first with 3,58 points. The price is ranked second with 
3,65 points, the quality of serving ranks third (3,98 points), cleanliness ranks fourth (4,94 points) while on the 
last two places are promotion (8,32 points) and recommendation from friends with 8,37 points (table 3). The 
difference between the first rank alternative (quality of food) and the second rank (quality of service) is small but 
this distance cannot be assessed taking into account the fact that the ordinal scale does not offer information 
about the distance among values helping only to create a hierarchy.  
Table nr. 3 Ranking the elements which influence the consumption attitude in a restaurant 
Descriptive Statistics 
  N  Mean 
Food quality  158  3,5886 
Price  158  3,6519 
Service quality  158  3,9873 
Cleanliness  158  4,9430 
Quickness  of  service  and 
consumption 
158  5,0000 
Menu content  158  5,3354 
Location  158  5,8228 
Food variety  158  5,8418 
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Promotion  158  8,3228 
Recommendations  from 
friends and acquaintances 
158  8,3797 
Valid N (listwise)  158   
Taking  into  account  the  question  that  requires  the  respondents  to  list  the  improvements  considered 
important at the level of food units visited, the following answers can be mentioned: a more efficient promotion, 
a more diversified menu and lower prices, a better ratio quality-price; the introduction of vegetarian menus. 
Other answers aimed the atmosphere of food units: interior refurbishment, the increase of space and opening 
hours (in the case of Pizza Hot restaurant), the availability of a non-smoking room, parking availability (Sergiana 
restaurant),  the  organization  of  events  (Maydeyi),  or  the  offer  of  benefits  for  loyal  customers.  Also,  the 
improvements regarding the activity of the staff were focused on the following answers: the use of a higher 
number of employees, promptness and courtesy of the staff, increasing the speed of taking orders. 
 
5. Conclusions 
 
Following the marketing research regarding the food & beverage units from Brasov, it was reached the 
conclusion that most young people prefer fast-food units and pizza restaurants. The students from Brasov use the 
services of food & beverage units in greatest extent monthly. A significant number of them use these services 
weekly (26,6%) and once at each two weeks (26,6%). From the results obtained it was reached the conclusion 
that from the elements influencing the consumption behavior in a food unit, the quality of food ranks first. This 
is followed by price and service quality. Cleanliness, another important element, ranks fourth, and on the last two 
places can be found promotion and recommendations from friends. 
Analyzing the elements that generate positive local behavior for food service consumption are basic 
factors for the restaurant’s management. Restaurant failures are partly a result of management’s lack of strategic 
orientation in measuring and focusing on customer satisfaction. [14] Customer satisfaction can directly affect 
customer  loyalty,  organizational  profits,  return  patronage,  complaint  behaviors  and  word  of  mouth 
communications. 
Numerous studies revealed that positive emotions, negative emotions, and perceived service quality are 
three  main  sources  of  customer  satisfaction  with  restaurant  services.  Therefore,  restaurant  managers  must 
understand that food quality is only one determinant of satisfaction, the most important as found in this study, 
but some other determinants should be taken into consideration, as well. For example, the ambience of the 
restaurant has a significant impact on the valence of the emotions experienced by customers and subsequently on 
satisfaction levels. A pleasant restaurant environment will more likely inspire customers to spend more time and 
money than a restaurant atmosphere that creates feelings of unpleasantness. Cleanliness is an important issue 
when choosing a restaurant. 
At the same time, restaurant managers must make sure that their personnel are well trained and can 
provide the comfort needed by its clientele. It is essential to realize the big impact that employees cause on 
consumers.  
An optimal balance between the quality of food, prices, atmosphere and good employees is a prerequisite 
for satisfying customers and also a key element for a dining-out decision. 
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